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Advertising, something that we are all exposed to ,and also something that is likely 
to affect most of us in all spheres of our lives ; at the same time ,the rapid progress of 
economy, the development of international exchanges and severe competition bring 
about a growing need for advertisement and thus of its translation. As a branch of 
translation study, advertisement translation has its inherent laws and needs a systematic 
study. 
 Advertisement is a very practical type of writing with high commercial value and 
the ultimate purpose of all advertisements is the same --- to promote sales. Due to the 
differences of language and culture, a good advertisement, if not well translated, may 
not be successful to the target audience. If a translator rigidly adheres to the original 
form and style in an advertisement translation, the version may fail to produce its 
persuasive effect and may not achieve the success in promoting sales in the target 
market. Therefore, advertisement translation does not serve as a simple information 
transfer from a source language to a target language, but a transfer process with 
reference to the cultural and linguistic characteristics of the target language. Thus, 
the translational equivalence theory turns out to be increasingly inadequate and a more 
practical theory and translation strategy are called for. 
 The German Functionalist approaches provide theory support. The theory 
considers translation as a purposeful action based on the source text. Translators keep 
certain relations between target text and source text according to the purpose of 
translation to overcome linguistic and cultural barriers. On the other hand, the German 
functionalist approach emphasizes the functionality of the target text in the target 
culture, and translation strategies are determined by the purpose and the intended 
function of the target text. In this model, the source text serves as only “an offer of 
information” from which a translator selects the items he or she finds interesting and 
important to reach the intended goal. Under the functionalist theory, translators are 
provided a theoretical basis for some unconventional translation strategies such as 
abridgement, addition and adaptation. 
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structure, functions and characteristics of advertising and analyzes the cultural and 
linguistic differences between Chinese and English advertisements, at last, suggests 
some successful translation techniques applicable to advertising translation. 
 
Key Words: the German functionalist approach; advertisement; advertisement 














摘  要 
 iii
 

















































Chapter One A Review of the Functionalist Approach...…..………….…3 
1.1 Background of the Thoery………………………………….……….…….…..3 
1.1.1 The Equivalence Theories…………………………………………….…....3 
1.1.2 Limitations of Equivalence-based Theories……………..........................…5 
1.2 Development of the Functionalist Theory...…………...…………………...…6 
1.2.1 Katharina Reiss and her Functionalist Translation Criticism……………...6 
1.2.2 Vermeer’s Skopos Theory……………………………………………….…7 
1.2.3 Justa Holz-Manttlan’s Theory of Translation Action……………………....8 
1.2.4 Nord’s “Function plus Loyalty”………...……………………………….…9 
1.3 Basic Concepts of Functionalist Approaches...…………………………..…10 
1.4 Enlightenment of the Theory on Advertising Translation.………………....12 
1.4.1 The Active and Crucial Participation of the Translator in Translation…....12 
1.4.2 The Insight into the Idea of Dethronement of the Source-text…………....12 
1.4.3 The Emphasis on the Role of Target Receiver……………………………13 
 
Chapter Two  A Brief Review of Advertising……………….……..15 
2.1 Definition of Advertising…………………………………... …….………….15 
2.2 Structure of Advertising…………………………………...........……………17 
2.3 Characteristics of Advertising……………..………………...………………19 
2.4 Functions of Advertising……………………………..…..…………………..19 
 
Chapter Three  Culture, Language and Advertising………..………….22 
3.1 Culture………………………………………………………...........................22 
3.1.1 Definition of Culture………………………………...................................22 













摘  要 
 v
3.1.3 Functions of Culture………………………………....................................24 
3.2 Culture and Language……………………………………………………..…25 
3.3 Advertising Language in a Cultural Context……….....................................26 
3.4 Language and Advertising…………………………………………………...28 
 
Chapter Four  Cultural Differences That Reflected in the Advertising 
Language………………………………………………………30 
4.1 Cultural Values and Advertising Language………………………………....30 
4.1.1 Definition of Valu………………………….……………………………...30 
4.1.2 Comparison between Chinese and Western Value…..................................31 
4.1.2.1 Individualism & Collectivism………….…………………………....31 
4.1.2.2 Masculinity & Femininity…………….........………………………..33 
4.2 The Religious Beliefs’ Differences and Advertising Language…………….35 
4.3 Aesthetic Differences and Advertising Language…….……………………..36 
4.4 Social Customs’ Differences and Advertising Langua……………………...38 
 
Chapter Five  Linguistic Differences Reflected in the Advertising 
Language…………………………………………………..….40 
5.1 Lexical Differences………………………………………................................40 
5.1.1 Lexical Features in Advertising English………………………………….40 
5.1.1.1 Mass Use of Adjective………………………………………….……40 
5.1.1.2 Coinage and Anagrammatic Spelling……..………………………....41 
5.1.2 Unique Lexical Features in Advertising Chinese……................................42 
5.2 Syntactic Differences………………………..………......................................43 
5.3 Rhetorical Differences…………………………….………………………….45 
 
Chapter Six  Functionalist Approch to Advertising Translation........48 
6.1 Definition of Translation……………………………………………………..48 
6.2 Functionalist Approach to Advertising Translation……..............................49 
6.2.1 Transliteration…………………………………..………………………..50 

































































































































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
